AHAJII3 BATATOBEKTOPHOCTI -);[I/ISAI}'IHEPCI)KI/IX
BPEH/IB B IHAYCTPII MO

Anomauyin. Y paHii poOOTI NPOBOAUTHCS NOPIBHSJIBHUNA aHam3 (QOpMyBaHHS
Iu3aiHepChbKUX OpEeHMIB PI3HUX KaTEeropii, 3aJIeXXHO BiJ TOTO, Ha SIKYy LUIBOBY CIIOXHBAaLbKY
ayIUTOPIIO HAllIEHA IX IISUIBHICT. Y CTaTTi OOIPYHTOBAHO, 10 HA MEXI1 NEPEeTUHY chep BIIUBY
pi3HHUX KaTeropiii OpeHJy yTBOPIOIOThCS KOMOiHOBaHi, a00 audy3Hi JiHii po3poOKH MOIHOIO
olIIry, SKI MOENHYIOTh Yy €00l MPOEKTHI Ta MAapKETUHIOBl IEepeBaru B MeXaX €JIUHOIO
«MapoyHoro moptdeno». Y IOCHIDKeHHI IOoKa3aHo, IO B YMOBax TioOamizaii cydacHoi
IHIYCTpii MOJIM TIPIOPUTETHUMHU Il ByJAWHKIB MOJM CTAalOTh camMe KOMOIHOBaHI Ju3alHEpChKi
OpeHau sK 3aci0 3aMydeHHS HAWOUIBII MIMPOKMX BEPCTB CIOXKUBAYIB 1 MiJBUIICHHS pPIiBHS
YCHIIIHOCT1 OpeHy.

Kntwouoei cnosa: ingyctpis Monu, MapoyHHil mopTdenb, OpeHIOBBIM KamiTaj, Ha3Ba
OpeHa, Mapka OpeHa

Annomayua. B naHHOW paboTe NPOBOIUTCS CpPaBHUTEIbHBIN aHAIU3 (POPMUPOBAHUS
TU3alHEPCKUX OpEHJOB pa3HbIX KAaTeropuil, B 3aBUCUMOCTH OT TOT0O, Ha KakKyl ILEJIEeBYIO
NOTPEOUTENBCKYIO ayAUTOPUIO HAllelieHa UX JesTeIbHOCTh. B cTarbe 000CHOBaHO, YTO Ha TpaHU
nepeceyeHuss cep BIUSHUS Pa3HbIX KaTeropuil Openaa oOpa3yroTcss KOMOMHHUPOBAHHBIE, WU
mudQy3Hble JTUHUM pa3paOOTKU MOJIHOW OJEXKIbl, KOTOpPbIE COCAMHAIOT B cebe MPOEKTHBIE U
MapKeTUHIOBbIE NPEUMYILIECTBA B IIpelesiaX €JUHCTBEHHOIO «MapoyHoro noptdens». B
UCCIICIOBAaHUM TI0KAa3aHO, YTO B YCIOBHMAX IJIOOAIM3AalMU COBPEMEHHON WHAYCTPHH MOJIbI
IIPUOPUTETHBIMHU U1 JIOMOB MOIbI CTAaHOBSITCS UMEHHO KOMOMHUPOBAHHBIE JU3aiiHepCKUe OpeH bl
KaK CpEeACTBO NpUBJICUCHHS Haubojee IIMPOKUX CJIOEB MOTpeOHUTENeld M TMOBBIICHHUS YPOBHS
YCHENIHOCTH OpeHa.

Kniouegvle cnosa: vaaycTpuu MOJbl, MapOYHBIN TOPTQENb, OPEHIOBHI KanuTal, Ha3BaHUE
OpeHa, Mapka OpeH/a

Annotation. The resecarch presents comparative analysis of forming designers’ brands of
different categories based on their target audience needs. The article proves that combined or
diffuse lines of fashion clothes, which unite project and marketing advantages within unique
brand portfolio, develop at the intersection of brands’ various categories influences. The research
demonstrates that globalization of the modern fashion industry makes combined designers’ brands a
priority for Fashion Houses since last attract wider audience of consumers and increase brand
success. The work results show that the fashion industry structure can be shown like a hierarchy, the
top of which occupies the activity of High Fashion Houses directed to formation of modern
standards and tendencies (project and advertising components). In the frames of contemporary
fashion industry globalization, business activity of many fashion houses is carried out in a form of
interaction with separate small design companies or agencies that in addition have their own
structure, project technology and potential sale markets. At this stage, a leading role belongs to
mass media which is involved in work with Fashion Houses information and marketing departments
closely and productively. Design firms and agencies that deal with only one line product segment,
are situated one level lower in a Fashion Houses gradation.

The article focuses on typical properties of a designer brand in a modern fashion business
which determines the designer brand as a complex of identifying elements facilitating
characteristics of one or another fashion industry subject as well as a fashion product it produces on
a fashion market. At that, the author admits that the leading Fashion Houses create their own
attribution version of a designer brand for each market segment, adjusted for fashion product price
category and target consumers.



Analysis of the formation of designer brands of the most active subjects of fashion industry,
conducted in the present study, shows that it is the usage of designer’s name in the title of designer
fashion brand that singles out a designer brand in the mind of the potential or permanent customer,
as well as on the fashion clothes market.

As the research results show, the worldwide designer brands in the fashion industry can be
compared to global industrial and consumer brands. At the same time, there are currently no
definite recommendations related to what one needs to take into consideration while managing a
complex designer brand, what principles should be basis for further successful designer brands, in
the fashion industry in particular.

On the other hand, new basic components and aspects of value added price formation for
fashion clothes as a fashion product created by designer brand have been determined in the thesis.
One should add a brand name and a brand mark which form material and immaterial aspects of
designer brand functioning to attribute designer brand components that provide possibility of value
added price formation for a fashion product. The fashion product itself produced by a Fashion
House and functional, aesthetic, construction, operational and its other characteristics relate to
material aspects. One should refer reliability, consumer trust, a psychological impact on a customer,
mass media’s loyalty or disposition in particular, to immaterial aspects. In its turn the value added
price of a brand facilitates a conversion of a brand name to brand equity, this way it contributes to
an increase of a market value for the whole Fashion House.

Correspondingly, it is habitually to call fashion products created under the aegis of one
brand, despite their qualities, a brand portfolio. Ideally, it includes all brands in the frames of which
fashion clothes of different categories have been produced. It is grounded in our thesis that a
tendency to diversification of designer brands at the beginning of XXI century contributed to the
leading Fashion Houses organizations structuring in the context of major development of several
fashion clothes lines, including highly specialized ones.

The author came to the conclusion that project and marketing objectives of the diffuse
designer brands are firstly directed to profit increase due to the attraction of a new customer with
lower price ambitions, but a higher mobility as to the perception of fashion innovations; information
spread on designer brand among potential consumers and creation of a method for step by step
attraction of consumers of the lowest products segment to a category of consumers of prét-a-porte
clothes ( on the basis of a change of potential consumers’ social status or their customer ambitions);
security protection of designer brands from merging by mass clothes market, combining in itself the
advantages of opposite segments of fashion market.

On the basis of the analysis results for the designer brands of different categories
functioning on a contemporary fashion market, in the thesis the main criteria for basic difference of
fashion lines forming one brand portfolio have been formulated: objectives of creation and support
of certain design or corporate lines in fashion industry; the specifics of development and production
of a fashion product in a definite consumer’s segment; Fashion Houses price policy relating to each
of the created lines; a degree of participation of a leading fashion house art designer or art director
in fashion product creation; the principles of use of certain marketing communication types etc.

The article stresses that, despite all differences, in modern conditions of fashion industry
globalization, two basically different branding segments — luxury industry and mass market look not
only for ways of interaction , but also for merging to expand their influence on new consumer target
groups and to conquer new sales markets for their products. This tendency of such collaboration
development boots so actively and in a diverse way that in the near future it can become a basis for
a new concept of fashion innovations spread in a society.

Keywords: fashion industry, brand portfolio, brand equity, brand name, brand mark



Ilocmanoeka npobnemu 6 3azanbHomy e6u2nadi. Sk BBaXawTh OaraTo
eKCIIEPTIB, CTPYKTYypa 1IHAYCTPli MOIU MOXKe OyTH IpeACTaBjieHa y BUTJISAL 1€papXii,
Ha BEPILIMHI SKOi pO3TaIIOBaH1 IMEHUTI KyTIOPKE, IiJl KEPIBHULTBOM, a00 3a TBOPUOi
YuacTi AKMX 3iMCHIOETBCA IisnbHICTh Byauukis Bucokoi momu. Ix xapakrepusye
CTBOPEHHsSI MOJHHMX 00pa3iB (IIPOEKTHA CKJIAJ0Ba), MOJEIIOBAHHS 1 BUTOTOBIIEHHS
MOJeJIel KOCTIOMa BpY4YHY (TE€XHOJOTIYHA CKJIaJ0Ba), IOMII€3HA MPE3EHTallis
CTBOPEHOTO TPOIYKTY MOJIU 3 BUKOPHCTAHHIM TEXHOJOTIA TeaTpai30BaHOCTI Ta
nepdomManca (pekiaaMHa ckianoBa). [2, 163] Skmio He OpaTu 10 yBaru OJIMHUYHI
1HJIMBIAyalibHI 3aMOBJICHHSI Ha Takl MOJIENIl KOCTIOMIB-00pa3iB HAMOUIBIN BiJJaHUX
KJIIEHTOK, TO MOXHA BBa)KaTH, 110 IIUM O13HEC-POJIb KBUCOKOI MOJAM» B JISUIBHOCTI
bynunky momm 1 obmexyetwhcs. [lpore, 3HadeHHs byawHKIB BHCOKOI MOAM B
PO3MOBCIOJKEHHI MOJHUX TEHJCHIIN Ta X CIPUUHATTS MACOBUM CIIOKHUBAYeM IIUM
HE BUUEPIYETHCS. B momrykax sikomora mupImx puHKIB 30yTy CTa€ MPiOPUTETHUM B
po0OTI Cy0’€KTIB 1HIYCTPIl MOAM, a MPUHIUIIN Ta NUISIXH 1X TISUIBHOCTI HiJISITAl0OTh
pPETENBHOMY JOCIIKEHHIO.

Ananiz ocmannix 00cnioHcenv ma nyoaikayii.

Ax BigoMo, micas 3akiHYeHHs eramy (OpMyBaHHS MOJHHMX CTaHIApTIB B
CTPYKTYypi ByauHKIB MOAM aKTHUBI3Y€ThCS MISUIBHICTE 3 (OPMYBaHHS MOJHHUX
TEHJICHIIII Ta PO3MOBCIOKEHHS 1X BJIIACTUBOCTEN Cepes MOTEHLINHUX CIOKHUBaYiB.
Ha muwpomMy etami romoBHa ponb Halexuth 3MI, 3 sxumu 1HGoOpMaIiiHi YU
MapKETUHIOB1 BIAJIIM By ITMHKIB MOAM CHIBIPALIOIOTh YK€ IIUIBHO 1 MPOAYKTHUBHO.
[3, 103-107].

Ha onun piBeHb HUKYe B rpajgarii By IMHKIB MOIM po3TaIlioBaH1 Ju3aiiHEPChKi
¢ipmu 1 610po, SKI MPAIIOIOTH B AKOMY-HEOYAb OJHOMY aCOPTUMEHTHOMY CETMEHTI -
Olis131 CIIOPTHBHOTO, JUIOBOTO, BEUIPHBOTO HAmpsMy. Y CTPYKTypi MOTYTHIX
IMEHUTUX ByJMHKIB MOJM TaKOXX € aHAJOTIYHI BIAJAUIM, SKI aJAanTylOTh 3asBIICHI
MOJHI CTaHAapTH N0 MNOTped IIMPOKOTrO KOJia CIOXWBA4iB - CTBOPEHHS
NEePCIEeKTUBHUX KOJEKI[IH onaary, sSKi BIANOBIAAIOTh CHOPMOBAHUM MOJHUM
TEHJICHIIISIM, IS TIeBHUX IUIBOBUX TPYI CIHOXKBadiB. B yMoBax rioGamizarii

CydacHoi 1HIyCTpii MOaM mei eram Oi3HeC-misUTbHOCTI OaraTthoX ByIWHKIB Momu



3MIACHIOETBCS Yy BUINIAAlI B3a€EMOJII 3 OKPEMHMH HE JIy)Ke€ KPYINHHUMH
IU3aiiHepChKUMHU (pipMaMu 4u OOpO, SIKI BCE X TaKM MAIOTh CBOKO CTPYKTYpY,
POEKTHO-TEXHOJIOTIYHI MOXJIMBOCTI 1 TOTEHIIHHI pUHKU 30yTy (Apyri, TpeTi,
mudy3Hi JiHil MogHOTO 01Ty ). [1, 390].

Dopmynrweanns yinei cmammi. Y 3B’ 13Ky 3 BUKIIQJICHUM BUIIE, BOAYAETHCS
JNOLIIBHUM TPOBEJAEHHS NOPIBHSUIBHOTO aHali3y MNPUHIUNIB (HOpMYyBaHHS
IU3aiHepCbKUX  OpeHJiB  pI3HUX  KaTeropid, Ta BHU3HAYCHHS KpUTEPIiB
(GYHKIIIOHYBaHHS PI3HUX KaTeropid OpeHay, Kl MOEAHYIOTh Y cOOl MPOEKTHI Ta
MapKEeTUHIOBl TI€pEeBaru, 3ajieXHO BIiJ TOro, Ha SKY IIJbOBY CHOKHBALBKY
ayIUTOPIIO HaIllJIeHa TX ISJIbHICTD.

Buknao ocnoeénozo mamepiany.

B ocHOBI iepapxiuyHOI XapaKTepUCTUKH bByJaWHKIB MOIW 3HAXOASITHCS
Tu3aifHepChKi BiAAUM ¢adpuK 3 BUPOOHUIITBA Ta BUITYCKY MOJHOTO OJATY, SIKi IO
BynuHKiB MOIM MarOTh TIIBKM TaKe BIJHOUIEHHS, IO CHIBIPALIOIOTh 3 JCIKUMHU
BIJIOMUMU KYPIOPb€ Ha MPEAMET PO3POOKU OKPEMUX MOJENIEH OJATY (K MpaBuio, Ha
OCHOBI 00pa3iB, CTBOPEHUX HUMHM K CAMHUMHM B paMKax KoJjekiii Bucokoi Mmoan), abo
BUTOTOBJISIFOTH MOJIHI MOJIEJII OJISITY Ha OCHOB1 ()paHYai3uHTy. 3 1HIIOTO OOKY, came
I KaTeropis cyO'e€KTiB 1HIYCTpii MOAM aCOIUIOETHCS 3 11 MPOMHUCIOBOIO 1
CKJIaJIOBUMH O13HECY: BOHHM B3aEMOJIIIOTH 3 PI3HUMHU IIJANPUEMCTBAMH JIETKOI 1 HE
TIJTBKH MIPOMUCIIOBOCTI, TOPTiBJICIO, iH(OpMaIliitHOIO cheporo.

Jluzailinepcekuii OpeHn B cydacHomy fashion-Oi3Heci - 1€ CyKyIHICTB
1IEHTU(QIKYIOUMX €JIEMEHTIB, $KI CHPHUSIIOTh XapaKTEpUCTULI TOTO YW 1HIIOTO
cyO'ekTa 1HIYCTpIi MOJIM, a TAKOX MOJHOIO MPOAYKTY, K1 BiH BUpoOsisie Ha fashion-
PHUHKY.

[Ipu tpoMy ciig BpaxoBYBaTH, L0 JUIsl KOKHOTO CEIrMEHTY PUHKY MPOBIJIHI
BynuHKM MOIu CTBOPIOIOTH BJAcHY BepcCito arpuOyIlii au3aiiHepchKoro OpeHny,
CKOPUIOBaHYy Ha I[IHOBY KaTEeropitd MOJHOrO MPOAYKTY 1 WIIbOBY ayAUTOPIIO
cnokuBaya. KpiMm toro, ByinHky Moau 3 BiJIOMUM 1 MOBakKaHUM 1M'siM, OCOOJIUBO Ti,
K1 BXOJSITh B €MITHUN cnucok «Haute couture®» miHyIOTh CBiMl IMIJDKEM KYTIOPBE 1

HAMararoThbCsd HE 3MIITyBaTH HWOTO 3 BUPOOHUIITBOM OSTY, XO4Y 1 MOJHOTO, aJie



MacoBOr'0 BUPOOHMUIITBA.

[Ipuknagom 1nboMy ciaykuTh Ha3Ba OpeHnay «Chanel Haute couture», sika B
bynuaky monu IllaHenp BUKOPHUCTOBYETHCS TUIBKH IS 1MeHTH(IKAIi KOoJIeKIii
«BHMCOKOi MOJIU», MOJIEJIl SIKOI CTBOPIOIOTHCS 3@ 1HJIMBIyaJbHUMHU 3aMOBJICHHIMU 1
KOIITYIOTh, BIAMOBIAHO, Tyke aoporo. [Ipu npomMy MIMPOKO BiIOMO, IO TOJOBHUMN
muzaitnep bynunky «lllanens» Kapn Jlarepdensn (mig erigoro bynunky monau
«IIlanenb») HE TUIBKU CTBOPIOE KOJIEKIII OASTY PI3HOTO KIJIacy 1 MPU3HAYEHHS, aje 1
CHIBIPALIOE 31 IMBEHHUMU MIJIPUEMCTBAMH B PaMKax MPOEKTY «MacTLK».

AHamniz ¢hopMyBaHHS TU3aMHEPCHKUX OPEHIIB HAWOIIBII aKTUBHUX CyO'€KTIB
1HIyCTpii MOJU CHOTOJIHI O3BOJISIE KOHCTATYBAaTH, 10 MEPEeBaXKHA iX OUIBIIICTh MA€ B
CBOIHM Ha3Bl IM'st 200 MpPI3BUILE 3aCHOBHUKA By AMHKY MOJIH, IKOMY HaJleXaTh OpeHIn
(Dior, Chanel, Hugo Boss 1 6arato inmmux). Came 1ei KpuTepid B Ha3Bl OpeHIY
MOJHOTO OJSTY BUIISE TU3AMHEPCHKUN OpeHJ B CBIOMOCTI IMOTEHIIMHOTO abo
MOCTIHHOTO CIIOKHBAy4a, @ TAKOXK HA PUHKY MOJHOTO OJSITY.

Jlo aTpuOyTUBHUX KOMIIOHEHTIB JWU3alHEPCHKOTrO OpeHay, SKI HaJarTh
MOJIMBICTb (POPMYBaHHSI JTOJAAHOI BAPTOCTI HA MOJHUN NPOIYKT, CIIJI BIJHECTH
Ha3By Openpay («brand name»), Mmapka Openy («brand marky), a Takoxx mMaTepiaibHi
1 HeMaTepianbHi aCIEKTH.

Jlo MarepialbHMX acCHEKTIB BIJHOCHUTHCS BJIACHE MOJHHH IPOJYKT, SKHUI
BupoOssie  byauHok  Moau,  (QYHKIIOHAbHI, €CTETH4YHI, KOHCTPYKTHBHI,
eKCIUTyaTaIliiiHl Ta 1HI HOro XapakTEepUCTHKU. /[0 HeMmaTepialbHUX aCMEKTIB CIij
BIJIHECTH HAJIIMHICTH, JIOBIPY CIOXKHBa4a, NCHUXOJIOTIYHWK BIUIMB Ha CIIOKHMBAada,
JOSUTbHICTh 200 CXMJIbHICTh 3ac001B MacoBoi iH(popmalii, 30kpemMa. ¥ CBOIO 4epry,
J0JlaHa BapTICTh OpeHay CHOpuUs€ 10 MEepeTBOPEHHS iMeHl OpeHay B OpeHIOBHIA
kamitan («brand equity»), TUM caMUM CHOPUSIOUM MIJABUIICHHIO PUHKOBOI Baru
Bcboro byaunky ™Moau. [HmmMMu crnoBaMu, «KOHKYpPEHTHY IiepeBara» OpeHIy
3a0e3MevyyoTh ~MaTepiayibHi 1 HeMaTepialibHl  XapaKTepPUCTUKH, a TaKOX
1HIMBIAYaJIbHI CTHUTICTUYHI 1 TPOEKTHI OCOOIMBOCTI KOKHOTO OpeH/Ty.

Excrieptu y cdepi CBITOBOro pUHKY JM3ailHEPCHKOro OpPEHJ0BOIO OJATY, SIK

HEBII'€eMHOT 1HIYCTpii MOJU, cepell OCHOBHHUX HOTr0 OCOOIMBOCTEH BHUIUISIOTH



MOTYTHIO KpEaTHBHY CKJIaJOBY, 3aCHOBaHy Ha I1HAMBIAyaJbHOMY NOTEHIlial
TBOPUOCTI  XYJOKHHUKIB-MOJIENbEPIB 1 nu3aiiHepiB. 3a 100-piuHy icTOpIitO
CTAaHOBJICHHS 1HAYCTpli MOAu c(hOpMOBaHI MNPUHUUIM 1 METOAU YIPABIIHHS,
KOMITJIEKCHa CcUCTeMa nuBepcu(ikarii 1 MapKETHHTOBHX KOMYHIKaIlii B TpOIeci
PO3BUTKY TU3aMHEPCHKUX OpPEHIIB.

[IpuiiHsaTo BBaXKaTH, 110 BCECBITHHOBIJIOMI JIU3aWHEPCHhKI OpEHU B 1HIYCTpil
MOJHM MOYHA CITIBCTABUTH 3 TJIOOAIBHHUMH TPOMHUCIOBUMHU YU CIOKHABAIIbKUMH
Opengamu. Pa3zom 3 THM, 10Teniep HEMae KOHKPETHUX PEKOMEHAIIiH 1010 TOro, 10
HEOOX1JTHO BpaxOBYBaTH MPU YIPABIIHHI KOMIUIEKCHUM AU3aHEPCHKUM OpEHIOM, 1
K1 TPUHIIMIN 3aKJIaJIaTd B CTBOPEHHS HOBUX YCHIIIHUX JIU3alHEPCHKUX OpEHIIB,
30KpemMa - B IHIycTpii Moau (AuB. TaouI. 1).

Cneyugpixa ouszaiinepcokux oOpendie <«Haute couture* Ha 1aHoMy eTarli
noysirae 'y ¢opmanbHux o3Hakax. Cepen Hux - 90% pyuHoi pobotu mnpu
BUTOTOBJIEHHI MOJIeJIEl OJIATY 1 akCecyapiB Ta 1HAUBIIyani3alis MOAENIEH; YIEHCTBO
B Chambre Syndicate des couturies (Cunnukar (ITamara) Bucokoi moau, no 1973 -
Federation du Haute Coutute, npodcminka Xyn0KHUKIB-MOJIETbEPIB). [HIIMMMU
00OB'I3KOBUMH BIIACTUBOCTSIMU JIM3alHEPCHKUX OpeHfiB, 1m0 HanmexaTh Haute
couture, € po3mimenas B [lapuxi, mo mae Ha yBasi OpuUcAuKii0 DpaHIly3bKOro
JeNapTaMeHTy MPOMMCIOBOCTI (BUKIIOUEHHSIM € byaunku Moau Versace 1
Valentino), opranizaiiisi MmokasiB KOJEKIii MOJHOTO OJATY IIOCE30HHO (JIB14l B PiK),
B KO)KHOMY TTOKa3i - He MeHIe 35 HapsIiB.

CporosiHi KUTTE3AATHICT, byauHKIB, 1m0 (yHKIIOHYIOTH B cermeHTi Haute
couture, 3AIMCHIOETHCA, B OCHOBHOMY 3a pPaxyHOK KOMIUIEKCHOT 1HAYCTpii

napdymepii, akcecyapiB 1 OCBOEHHSI pUHKY BUPOOHHIITBA TOTOBOTO OAATY. [4, 68-71]



Taomung 1

XapakTepucTHKa HAyCIIIIHIIIKUX JU3aAHHEPCbKUX OpeHIiB B Pi3HUX

KaTeropisix Ta cerMeHTax CIoKUBYO0r0 PUHKY iHAYCTPii MO

(3a pesyabTratamu 2013 poky)

Openn bynunky cneuungika opeHay cneuudika cneuudika qudy3zHoro
MOJIH Haute couture OpeHy OpeHy
prét-a-porter
1 2 3 4
CHANEL - Mopnuii byanaok Prét-a-porter de - MaKcHUMi3aIlis

(www.chanel. com)

TOJIOBHUM JU3aliHEp
bynunky momau —
Kapn Jlarepdensa

Jean Paul
Gaultier

(www.jeanpaul
gaultier.com)

TOJIOBHUM TU3aliHEp
bynunky moaum —

Kan-ITonas ['oTee

VERSACE

(www.versace.com)

TOJIOBHHUM JU3aWHED

BXoauTh 10 llapusb-koro

CUHIMKATY BUCOKOI MOJIH,

- npoxykuis'Haute
couture" MoBUHHA OyTH
BUTOTOBJICHA HE MEHIIIC,
HiX Ha 70%

BpYyUYHY(BUIINBKA,aIUTIKaI[l

A1),

- B MonHOMYy Bynusky
MTOBUHHO IIPALIOBATH HE

meHite 20 ocio;

- JIBa pa3u B piK HEOOXITHO
NPECTaBIISTH
MIKHApOIHIH mpeci mokas(

He Mentre 50 Mozenei);

- 6romkeT byaunky
Bucokoi Moau, six
npaBmiIo, ckianae 15-20

MUTBHOHIB (PpaHKiB Ha PiK;

- mrab-KBapTHpa, OYTIK,

atenbe B [laprxi;

- y4actb y THxKHAX

luxe:

-HEeBEIIMKa
CEepIHHICTIO

MOJIEIIEN,

-Iy’)K€ BHCOKa

SKICTbMaTepiaiB;

-CTaHJapTHI
PO3MipH OJIATY,
MPHUIHATI B KpaiHi

BHUPOOHMKA

Prét-a-porter:

- 30epirae
TOJIOBHI CTHUJIBOBI
eJIEMEHTH 3 Hillll
Haute couture i
prét-a-porte de

luxe;

-rpornaraxaa
€CTETHKH Ta
dinocodii

OpeHny;

npuOYTKIB 3aBIISIKA
3aJTy4eHHIO HOBOTO IS
JIM3aliHEPCHKOTO OJIATY

CIIOKMBAYa;

- Bi10yBa€eThCsA
MOIIMPEHHS 3HAHHS TIPO

TU3afHEPCHKUHN OpEHTT ;

- 3aXUCTY BiJl 3TTUTTS 3

MaCOBHUM PUHKOM OJSTY;

- BKJIIOYAIOTh B cebe
Ipyri i TpeTi diHii prét-a-
porte, a TakOX

BY3bKO( YHKIIIOHATBHI

JIHIT;

- IOCTi{HE MMOTIOBHEHHS
po3apiOHOT TOpriBiIi

JIA3aHHEPCHKUM OJIATOM;

- nuy3H1 OpeH U JIeTKO
CTBOPIOBATH 1 JIETKO

npubupaTH 3 pUHKY, HE
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bynunky monm — Bucoxkoi moau B [Tapuxi 3aB/Ial0YuH MIKOJU OpeHay
Jonaremia Bepcaui | (ciueHsb, JTUIEHD); - 3aJI0BOJICHHS prét-a-porte;
COLJIbHUX 1

- monibui Bymaricn Moy - CTaTyCHHUX - 0ydep mix prét-a-porte

30UTKOBI TiANPHEMCTRA,
VALENTINO | amxe Butpatu na

(www.valentino.com) | KOCTIOMH,IOKa3MHA OaraTo

aMmOI1Lin 1 OJISITOM MAacOBOT'O

BHCOKOJIOX1IHUX | BUPOOHHUIITBA;

COLIIAIbHUX

BUIIIE JIOXOIIB 3a IIPOIaXK . o o
o A p A KJIacC1B , - TOJIOBHUU I[I/I3aI/IHep

TOJIOBHI IU3aliHEPH | moAiOHOT "eKCKIII03UBHOI" .
Hece MiHIMAJIbHY

bynunky moan — | mpoaykuii . : .
Y y POAYKIL - IEMOKPAaTUYHHUI | BIAMOBIJANBHICTH YU
Mapis I'paris . . L
MiIXi 10 BUOOPY | B3araii He 3aJisTHUH B
Ksropi Ta . .
TKaHWH 1 MPOoIIeCi CTBOPEHHS
[Tsepo [Taono ..
MarepiajiB

ITikkom

3 iHmoro 0oky, Oyay4yd CTWJICYTBOPIOIOYOI JIAHKOKO JJISl 1HIYCTpii MOJU B
oMy, nu3aHepcbki Openau Haute couture moknukaHi 30epiratv, po3BUBATH 1
TpaHCcOPMYBAaTH YHIKQJIbHI TPaguIlli 1HIYCTpii MOIW JUIsi MalOyTHIX TOKOJIIHb
JM3aiiHepIB 1 CHOXKMBauiB. Y CTPYKTYpl K BU3HAYEHOTO KOHKpPETHOro byIuHKY
MOJIH, SIKUW HaJIUICHUN a3aiiHepchkuM OpeHgom Haute couture, BiH BUKOHY€E pOJIb
Halo1IpIm epexTuBHOTO pekiaMHoro i PR-cexropa. [5] — [8].

Cneyughika  opendie  prét-a-porter  xapakTepusyeTbCsd  HIOAHCHOIO
KJ1acu(DiKallero, B K1 BUAUISIOTHCS TaKl HAIPSIMU A1SUIbHOCTI:

o prét-a-porter de luxe - HaityacTiine, 3 BUKOPUCTaHHAM 1IMEH1 U3aiiHepa B Ha3B1
OpeHy, MOIHUN MPOAYKT XapaKTEPU3YEThCS MaJIOI0 CEPIMHICTIO 1 BUCOKOIO
SIKICTIO BUTOTOBJICHHS;

« designer ready-to-wear de luxe - J1iHIT BUTOTOBJIEHHS TOTOBOTO OJISTY;

o premier Designer abo Young design ready-to-wear - JiHIT TOTOBOTO OZATY,
CTBOPEHI MOJIOJIUMHU JTU3aiTHEPAMH.

Bynyun KBIHTECEHII}O TCUXOJIOTIi KOXXHOTO KOHKpETHOro BbyaumHKy Mmonu,
Openau prét-a-porter BceOGiuHO BUKOPUCTOBYIOTH KPEATUBHI 3HAXITKU 1 MPUHAOMU

IIPOEKTYBAaHHS Ta MapKETUHTY, B OCHOBHOMY OPIEHTYIOUMCHh Ha cepy peKiamHu Ta
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CTUMYJIIOBAaHHS Mpojaxy. TuM camMuM Taki OpeHIu aKTUBI3YIOTh MISJIbHICTh
JOTIOMDDKHOTO CETMEHTY 1HAYCTpii Moau. Y colllaJiIbHOMY acmekTi prét-a-porter
BIJIMOBIJAIOTh TOTpeOdaM JIEMOHCTPATUBHOTO CIIOKUBAHHSA PI3HUMHU KaTEropisiMu
MOKYIIIIIB, 33JI0BOJICHHS 1X €ero» B 3aBHUIIEHIN COLIAIbHIN 11eHTU(IKAIT].

Cneyucgpika oughysnux openodie B CydacHid 1HIYCTpPil MOJIU peaTi3yeThCA B
came Ha3Bl (aHri. «diffusion lines» - miHIi PO3MOBCIOMKEHHS, MMOXOAUTH BiJl Ha3BH
mudysHoi Tteopii «diffusion theory», oxaHi€ei 3 OCHOBOMOJOXHUX TEOPiid
PO3MOBCIOJKEHHSI MOJHHMX I1HHOBALld B CYCIUIBCTBI) 1 PO3KPUBAETHCA B POOOTI
IMGHUTHUX  JAW3alHEpIiB 1 XYJOXKHUKIB-MOJIBEPIB HAJ  aJanTOBAaHUMHU  JO
IIPOMUCIIOBOTO BHPOOHHUIITBA 1 MACOBOTO CIIOKMBaya CBOIX JU3aWHEPCHKUX TBOPUHX
1€l 1 po3poOOK, MpOTEe BXKE MiJ BUAO3MIHEHHM IM'SIM JU3aliHEPCHKOro OpeHIy.
Jlesiki 3 Takux OpeH/IIB B pe3ysbTaTl CBOET MISUTBHOCTI CTAIM HACTIIBKH YCIIIITHUMH,
mo HaOyJau CaMOCTIHHOI TepHIopsHOI 3HadymocTi (Hampukiaa, Miu Miu, sika
cTBoproBanacsi sk audysHa niHia bynunky moam Prada, anme 3aifnsina camocTiiiHy
3arpeOyBaHy Hilly B cydacHoMy fashion-puHky).

Jlesiki aHaMITHKU 1HIYCTPii MOJM BBa)aroTh, 110 AU(Y3HI OpeHAN 3 MOy
IPECTHIKHOCTI € TNPUHLMIIOBUM PO3JILJIBHUKOM MK Kareropismu prét-a-porter ta
MAacOBHM BHUPOOHHUIITBOM OJSTY. 3 TOTJISAIY MAapKETHHIOBOI JOIIIBLHOCTI, JU(Y3HI
niH1li ByuHkiB Monu 3a0e3neuyroTh Oe3nepepBHE MOMOBHEHHS KOJIEKI[IN OJATY, 110
3HAXOAATHCS B PO3NPIOHIN TOPriBii, MOACIAMH Au3aiHepchkoro oasary. Kpim Toro,
U3aiiHepChbKl OpeHJu JIerKo 3amiliaTd Ha MOJHOMY PHUHKY, 0O€3 IIKOIW JUIs
IN3alHEPChKUX aBTOPCHKUX OpeHAIB abo ans iMeHi BbyauHKy MOau, SIKOMy BOHH
HaJIekKAaTh.

MojHi poAyKTH, CTBOPEHI MiJ] €riJI0I0 OAHOro OpeHay, He3aJeXHO Bija TOTO,
SKUMHU SIKOCTSMU BOHU HAJUICHI, TPUMHITO HA3MBATH «MapoyHUM MoOpTdemem>
(brand portfolio). B imeani, BiH BkiTtouae BCi OpeHAM, B paMKaX SIKUX CTBOPIOETHCS
MOJIHUM OJISIT PI3HUX KATETOPii.

[Iparnennss no nuBepcudikaiii nu3ailHepcbkux OpeHAlB Ha mnoyaTky XXI
CTOJIITh CHPHUSJIO CTPYKTypH3alii MNpPOBIAHUX bByJaMHKIB MOAM B KOHTEKCTI

INPUHIIAIIOBOI  PO3pOOKH  JNEKIIBKOX JIHIA  MOJHOTO  OJfTy, BKJIIOYAIOUH



BY3bKOCIIEI[1a1130BaHI.

VY3arajabHEHO MPOEKTHI Ta MAPKETUHTOBI 3aBAaHHs AUQPY3HUX NU3ANHEPCHKUX

OpeH/1B MOXHa cHOPMYJITIOBATH TaK:

301IbIIEHHS MPUOYTKY, 3aBJSKH 3aIyYEHHIO HOBOTO CIIO)KMBaua, 3 MEHIIUMHU
I[IHOBUMH aMOIIlisSIMH, aJieé BEJIUKOK MOOUIBHICTIO OO0 CIPUMHATTS MOJHHUX
IHHOBAIIIH;

PO3MOBCIOKEHHS 1H(hOpMAITil Mpo TU3aiHEPChKUN OpeH ] cepe MOTSHITIHHNX
CIIO’KMBAYIB 1 CTBOPEHHS CIIOCOOY TOCTYNOBOTO 3aly4YeHHS CIOXKUBAYiB
HUKYOT'O CErMEHTY MPOAYKIIi B KAaTEropiro CHOKUBA4iB MOJHOIO OAATY Prét-
a-porter (Ha miacTaBi 3MIHU COIIaJILHOTO CTaTyCy a00 CIOKHMBAIIbKUX aMOIIin
MOTEHIIMHUX CTIOKUBAYIB);

3a0€3MEeUYCHHS] 3aXUCTy JU3aMHEPCHKUX OpPEHIIB BiJ TOTJIWHAHHS PUHKOM
MacoOBOTO OJSITY, CYMIIIalo4l B CcOOi TIEpeBard MPOTHICKHUX CETMEHTIB
fashion-punky.

Bucnoexu i nepcnekmueu nodanvuiux po3eiook. Ha oCHOBI pe3yJibTaTiB

aHajizy (yHKIIIOHYBaHHS JU3alMHEPCHKUX OPEHIIB PI3HUX KaTEropii Ha Cy4acHOMY

fashion-punky, gominbHO chOpPMyTIOBaTH JI€KUIbKA KPUTEPIiB  MPUHIIMIIOBOI

BIIMIHHOCTI MOJHMX JIiHI{, CKJIQA0BUX €AMHUI MapodHuil mopTdens (auB. Tadm. 2):

11711 CTBOPEHHS 1 MIATPUMKH BU3HAYCHHUX JU3AMHEPCHKUX a00 KOPIOPATUBHUX
J1H1M B IHIYCTPI1i MOJU;

cunerudika Po3poOKK 1 BHUPOOHUIITBA MOJHOTO TMPOAYKTY B TIEBHOMY
CIIO’KMBAITbKOMY CETMEHTI;

I[IHOBA MOJIITUKA By IMHKY MOJIM 1110710 KO>KHOT 31 CTBOPIOBAHMX JIiHIH;

CTYMiHb YYacTli MPOBIIHOTO XYJOKHUKa-MoOJelbepa abo apT-TupeKTopa
ByauHky MoM y CTBOPEHHI MOJTHOTO MPOAYKTY;

IPUHITUITY BUKOPUCTAHHS TIEBHUX BUJIB MAPKETHHTOBUX KOMYHIKAIIiM.



Knacudikania KJII040BUX MapamMeTpiB

BCepeAHHI IN3aHEePCbKOro OpeHay

Taomung 2

Coepa [Tapa- Haute couture Prét-a-porte Judysni CniBrpans 3
cTpaterii | MeTp OpeHn mass-market
1 2 3 4 5 6
Crabinizyrounii OCHOBHE Jpyropsiase
bakTop as Snpo 6penny JKEPENO JOKEPETO
fashion 6izuecy JIOXOIB JIOXOJIB
B LLJIOMY
KBinTecenmis KBinrecenmis Buxin Ha puHOK | Buxin Ha puHOK
CTHITIO OpeH/ia ¢imocodii Openny | mix innedika- y CKIafl
Konnenr Lioi HIHHUM kosaboparii

JIEHOIIOM, 1110
BIZIPI3HAETHCS

BiJI prét-a-porte

Buxin Ha puHOK

Buxin Ha puHOK

Buxin Ha puHOK

Buxin Ha puHOK

i Tu3aifHep- ushil i i CHUIBHAM
CBKHUM JICHOTIOM, | TU3aiiHEPChKUM JTU3aMHEPCHKUM | JIeHOII0M
AKIICHTYIOUH nenoIoM nenoIoM (mu3aiinep-
[PUHAIEKHICTh BUPOOHUK )
1o Haute

couture

CnyxutsPR Cnyxuth 3axucr BiA [Tommpenns
1AM KoMOaHii | OFOKETHUM 3JIUTTS 3 Maco- 3HaHb PO

IIM KOMIIaHI1

BUM PHHKOM,

Oydep moau

OpeHn cepen
HOBHUX

CIIOKUBAYiB




3

4

5

6

70% pyuHoi Apanraris Apanraris nin A narrramis mig
[ponykt | Crenu- | mpaui npu i CTHITICTHYHI | QyHKIIOHAIB- €KOHOMIUHICTb
dika BUT'OTOBJIEHHI 0COOIMBOCTI HICTB
BHPOOIB
Moneni ogsry CrangaptuzoBaHo | MOKIIHBICTh CrtBOpeHHS
BUT'OTOBJIIIOTEC | -~THIIOJIOTIYHA CTBOPEHHS JIIHIN | AU3aHEPCHKOTO
A T10 po3MipHa CiTKa OJIATY Ha OJIATY IS
1HAUBITyaTbHUM HECTaHJIAPTHY MacoBOTO
MipKam oirypy MOKYTILIS
[Tponyxt Burorosinennsa i | Peamizamnis [Tpomax ®paHyali3MHTOB
peaizariist KOJIEKIIIT 3a JIIeH3iii Ha 1 JoroBopa
MIOBHICTIO JIOTIOMOT OO BUTOTOBJICHHS
KOHTPOJIIOEThCS | (ppaHYaii3MHIOBU | Ta peasizaliio
MOJIHUM JIOMOM | X JIOTOBODIB
[uzaiinep Juzaiinep BinnosinaneHic | BignosiganpHic
MapKH Hece pozaissie Th Hece Th HECe
VYyacTh | MOBHY BIAMNOBI- | BiAMOBIJAIBHICTS | BUPOOHUK, BHPOOHMUK,
IU3aiiHe | JaNbHICTh 3a 3a CTBOPEHHS TU3aiHep u3aiHep
pa JIU3alH 01Ty KOJIEKLIT 3 npunMae IIpunMae
TBOPYOIO TPYIIOK0 | MiHIMAIBHY MiHIMaJTBHY
y4acThb y y4acThb y
nporieci nporieci
Kynerypna i ¢i- | HonoBiku Ta Cepenniii kmac | JIroau 3
[Toxymnii | HAHCOBO - PO - | JKIHKH 3 BUCOKUM CepeHIM
MUCJIOBA €JiTa | JOXOJIOM J0XO0JIOM
Ilinosa | 12000-65000 $ 5000-12000% 1000-5000% 300-100%
MOJIITHKA
Uucra | He mpubyTroBO 25% 65% 85%

Mapika




1 2 3 4 5 6
[Tpomaxi - (hipmOBI -IOMIHYIOTb - OnToBi
Opraniza | MOXIJIUBI TUIBKHA | OyTHKH; OTITOBI MPOAAXKIi; | MPOJAXKi y
-11ist B CAaMOMY -paHYaii3uHTOB] | -JIiIEH31] Ta MarasuHax
Micue | mpomax | MOAHOMY JIOTOBOPH; (bpanunsy; BUPOOHUKA
JIOM1,0TITOBOT -MIPOJIAX JIILIEH31i; | -TpoJIaX B
TOPTiBJIi HEMA€ | -ONTOBA TOPTIiBJIsS | MyJbTHOPEHIOB.
Bbytikax
IToka3 Ha ITokas Ha CrneuianizoBani | Cnenudiuni
[Tpocysa | Fashion | Hemimsix moau CBITOBUX HEJUISIX | BUCTABKH MOKa3H,IIPE3EHT
-HHS 10y haute couture MOJT! prét- a-ii
a-porte
IIupoko Tupaxyerscs B ITotpebye [Mupoko
3MI tupaxyetbca B | CMI,doto sik 3 CHeLiaTbHOTO TUPAKYETHCS
CIIeIiali30BaHu | TOJIIYMY TaK 1 dbopmary Ta KOMITaHI€F0-
x CMLB CTYAIMHI,0OCHOBAa | IHAMBIYaJbHOI | BUPOOHUKOM,IH
OCHOBHOMY JUTSL pEKJIIAaMHUX KOHIIEIIT TUBITyaTbHA
BUKOPUCTOBYIOT | KaMMaHii KOHIIEIIIIS
b (otorpadii 3
HOJiyMy
H&M +Karl
Chanel Haute Giorgio Armani Emporio Lagerfeld;
[Mpuknaan Couture Donna Karan Armani H&M+ Stella
Dior Haute Kenzo Femme DKNY McCartney;
Couture Kenzo Jungle H&M + Viktor
Givenchy Haute & Rolf;
Couture Gap+Valentino.

[IpoTe, HE AMBISYUCH HA BCl BIIMIHHOCTI, B Cy4aCHHUX yMOBax TJio0aiizarii
IHAYCTpli MOAM, JBa KApAWHAIBHO MPOTHIIEKHUX CETMEHTY OpEeHIiHra - JIIOKC-
IHIYCTpiS Ta Mac-MapKeT IIyKalTh NUISIXA HE TIUIBKA B3a€MOJii, ajue 3JIUTTSA s
PO3IIMPEHHS CBOTO BIUIMBY Ha HOBI IUJIbOBI TPYIH CIOXKMBaya 1 3aBOIOBAHHSI HOBUX

PUHKIB 30yTy CBO€I npoaykKiii. CHHTE3 BCECBITHROBIIOMUX JU3aHEPCHKUX OpEHIIB
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3 BYJIMYHUMHU TEHACHIISIMHU 1 MOJHUMHU 1HHOBALISIMU CTa€ BCE OUIbII MOMITHUM 1
MacoBHM sBHIEM B 1HIycTpii Momu. Bmepme, B 2004 porii, moBHOMAacIITaOHY
odimiitHy KoJiabopallito JU3ailHEPChKOI MAapKU KJacy <JIIOKC» Ta MOJM MacOBOTO
cnoxkuBaHHs 3aiicamn Kapn Jlarepdenbn (romoBuuit nuzaiiHep bynunky monn
«IIlanens») Ta ToproBa mapka H&M (Bu3HaHu#l Jigep BUPOOHUUTBA MPOMHUCIOBUX
KOJIEKI[II MOJHOTO OAsry). 3 TOro uacy JaHa TEHJACHLIS PO3BUTKY MOIIOHUX
Konabopallii po3BUBAETHCS TaK AaKTUBHO Ta PI3HOIUIAHOBO, IO B HEJAICKOMY
MaiiOyTHbOMY MOX€ CTaTh OCHOBOIO JJIsl HOBOT KOHIICTIli PO3MOBCIOIKEHHSI MOJHUX

1HHOBAIIIH B CYCITUJIbCTBI.
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